put these issues on the agenda with multilateral institutions such as the International Monetary Fund, the World Trade Organization, and the World Bank. In response, multinational corporations, creditor banks, and international financial organizations have begun to formulate proposals and implement policies that commit them to what is now commonly referred to as corporate social responsibility (CSR) (Herrera, 2007) .
One question currently being asked is why businesses proclaim their voluntary compliance with rights that are mandatory (Merino, 2005) . Critics argue that companies concentrate their efforts on marketing to promote their philanthropic side, while ignoring or sidestepping the workers' rights established in international agreements. CSR highlights an organization's obligations-legal and ethical, national and international-in its social, workplace, environmental and human rights settings. This EDITORIAL allows companies to raise awareness and incorporate specific concerns related to each of these contexts into their business plans.
This situation has given rise to the concept of solidarity marketing, a promotional tool used by organizations that combines social responsibility with the goal of profitability. With this in mind, companies formulate campaigns for social causes, linking these with sales of the organization's goods and services. This contributes to fundraising, and ultimately is an attempt to confirm the company's commitment to society, targeting consumers who seek to support social causes. As Alvarado and Schlesinger (2008) point out: "Marketing literature suggests that CSR initiatives and programs can improve the image and reputation of companies in consumers' eyes, and can be an important source of competitive advantage for those companies" (p. 37).
It is therefore clear that solidarity marketing has focused on two things: brand image and company reputation. Research conducted by Alvarado and Schlesinger (2008) has shown that CSR is one of the key factors in establishing a positive corporate image and a good reputation. Additionally, products promoted through solidarity marketing make consumers feel that they are contributing to society, and helping solve problems through these causes. Thus, while the consumer obtains a product, they get a sense of helping to make a better world and so it follows that solidarity marketing campaigns form part of the consumers' demands on companies.
To guarantee that companies truly assume CSR, we must differentiate between organizations' internal and external aspects. From an internal point of view, this includes: a) human resources management; b) workplace health and safety; c) change management; and d) environmental and natural resource impact management (Dávila & Gómez, 2008) . In this area, companies have begun to take greater interest in training and recruiting highly skilled personnel, in respecting workers' rights, in being more flexible in order to deal with restructuring, and finally, in promoting continuous economic and environmental improvement.
Meanwhile, the external aspects of CSR incorporate society's interests, and activists, NGOs, and public and private institutions are involved here in bringing attention to environmental issues. In this area, the most crucial things to consider are: a) local communities; b) the consumers; and c) human rights (Dávila & Gómez, 2008) . The importance of external CSR lies in integrating companies in local, regional and global development projects, as well as contributing to the well-being of the people and environmental sustainability; that is, seeking to guarantee that basic human dignity is respected and, likewise, that future generations will be able to enjoy the world's natural resources.
CSR assumes that companies should not only seek to maximize profits, but should also prioritize social well-being and the environment. Thus, a company's responsible behavior can be judged by analyzing its internal and external activity, where the highest priority is well-being and holistic development, as demonstrated by respect for human rights and protection of the environment.
CSR is one of the foremost challenges in company management, and its reach depends on the skill and capacity of organizations to work responsibly and ethically with other social and economic stakeholders, thus overcoming shortcomings in the economic system (Alea, 2007) . In this sense, the
